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To live a blessed life is really simple.  
Don’t think about how to get the blessing 
 but think about how to be a blessing to others. 
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“Pengaruh Green  Storytelling Marketing #CeritaKompos terhadap Keputusan 
Pembelian Produk Komposter Dimediasi Kesadaran Lingkungan” 
  
Oleh: Anastasia Pratiwi Lauwrensia 
 
Indonesia merupakan salah satu negara dengan jumlah pengguna media daring yang besar. Hal 
ini membawa banyak kegiatan mulai beralih ke ranah daring, salah satunya adalah kegiatan 
belanja. Kebutuhan yang paling sering dibeli secara daring adalah kebutuhan pangan. 
Pembelian produk pangan secara daring memberikan banyak kemudahan, namun kegiatannya 
berdampak meningkatkan jumlah sampah. Mulai dari kemasan pengiriman produk yang sulit 
diurai, hasil buangan produk juga meningkatkan jumlah sampah organik, yang saat ini menjadi 
jenis sampah terbanyak di Indonesia. Lambat laun, kegiatan belanja daring mendapat stigma 
negatif sebagai kegiatan yang mencemari lingkungan. Semakin terasa dampak negatif dari 
pencemaran lingkungan di masyarakat, membawa berbagai kegiatan atau organisasi mulai 
bertindak untuk menanggulangi masalah tersebut. Salah satunya adalah Sustaination, sebagai 
toko daring yang mampu membawa perubahan dengan memerhatikan sisi keberlanjutan 
melalui produk hijau dan berbagai kegiatan pemasaran yang dilakukan. Salah satu kegiatan 
pemasarannya menggunakan Green Storytelling Marketing, yang dikenal dengan tagar 
#CeritaKompos. Melalui #CeritaKompos, Sustaination menyajikan berbagai cerita perjalanan 
mengompos, serta mengajak masyarakat Indonesia untuk mulai mengompos secara mandiri 
menggunakan Komposter dari Sustaination. Penelitian ini bertujuan untuk mengetahui 
seberapa besar pengaruh Green Storytelling Marketing terhadap Keputusan Pembelian produk 
Komposter melalui Kesadaran Lingkungan. Riset ini menggunakan pendekatan kuantitatif 
dengan jenis penelitian eksplanatif. Pengumpulan data menggunakan kuesioner kepada 338 
pengikut akun Instagram @Sustaination. Hasilnya terdapat pengaruh positif dan signifikan 
antara Green Storytelling Marketing terhadap Keputusan Pembelian, Green Storytelling 
Marketing terhadap Kesadaran Lingkungan, Kesadaran Lingkungan terhadap Keputusan 
Pembelian, serta ditemukan mediasi Kesadaran Lingkungan yang memengaruhi Green 
Storytelling Marketing terhadap Keputusan Pembelian sebesar 1,12.  
  
  











 "The Effect Green  Storytelling Marketing #CeritaKompos towards Purchasing Decision 
Composter Products Mediated by Environmental Awareness " 
  
By: Anastasia Pratiwi Lauwrensia 
  
Indonesia is one of the countries with a large number of online media users. This has led to 
many activities starting to shift to the online realm, one of which is shopping. The necessities 
that are most often purchased online are food needs. Purchasing food products online provides 
many conveniences, but their activities have an impact on increasing the amount of waste. 
Starting from the packaging for shipping products that are difficult to decompose, the product 
waste products also increase the amount of organic waste, which is currently the largest type 
of waste in Indonesia. Gradually, online shopping activities received a negative stigma as an 
activity that pollutes the environment. The more negative impacts of environmental pollution 
are felt in the community, bringing various activities or organizations into action to overcome 
the problem. One of them is Sustaination, as an online shop that is able to bring change by 
paying attention to the sustainability side through green products and various marketing 
activities that are carried out. One of its marketing activities uses Green Storytelling 
Marketing, which is known as the hashtag #CeritaKompos. Through #CeritaKompos, 
Sustaination presents various stories of composting trips, and invites Indonesians to start 
composting independently using Composter from Sustaination. This study aims to determine 
how much influence Green Storytelling Marketing has on the purchasing decision process for 
Composter products through environmental awareness. This research uses a quantitative 
approach with an explanative research type. Data collection used a questionnaire to 338 
Instagram account followers @Sustaination. The result is that there is a positive and 
significant influence between Green Storytelling Marketing on Purchasing Decisions, Green 
Storytelling Marketing on Environmental Awareness, Environmental Awareness of Purchasing 
Decisions, and found mediation of Environmental Awareness which affects Green Storytelling 
Marketing on Purchasing Decisions of 1.12. 
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